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EXPORTS 
How To Develop Foreign Markets 
In 1784 an American ship, the Empress 
of China, sailed out of New York har-
bor bound for Canton with a cargo of 
tar, turpentine, ginseng, brandy; and 
wine. She traded these for lea and silk, 
and returned home 15 months later 
flush with the discovery of a rich new 
market for American exports. Lured by-
high profits and undeterred by the 
long, arduous voyage, other ships 
soon followed, and within four years 
American trading vessels represented 
a third of all foreign traffic in Canton. 
The China trade of the early 1800s 
carried only a small share of U.S. ex-
ports, yet it exemplifies the crucial 
place that foreign trade once held in 
American commerce and the excite-
ment it was capable of kindling. Today, 
with the 1978 trade deficit weighing in 
at a record $28.5 billion, we would do 
well to revive some of our forefathers' 
hardheaded enthusiasm. Speaking at 
an annual meeting of the National 
Chamber of Commerce this spring, 
C o m m e r c e Secretary |uanita Kreps 
warned, "The United States can no 
longer consider its economic future 
as independent of the rest of the 
world We are now more dependent 
than ever on export markets as a 
source of growth for our industry, and 
on foreign sources of supply for need-
ed raw materials." She also declared 
that international trade will be central 
to U.S. economic survival in the 1980s. 
Strengthening our export position 
means reversing a trend that has been 
building for the past twenty years. 
Since l % 0 , U.S. exports have grown 
only about halt as fast as total world 
trade. From 18.2 percent of wor ld 
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trade in I960, U.S. exports declined to 
10.7 percent in 1977. True, the picture 
has been somewhat distorted by spi-
raling oil prices in the 1970s; however, 
U.S. trade share had already slipped to 
15.4 percent in 1970, before oil prices 
started to cl imb. What's more, other 
non-oil exporters have fared well, de-
spite the oil price rise. Japan, Western 
Europe, and such advanced develop-
ing countries as Brazil and Korea have 
preserved or increased their export 
share in the face of higher energy 
costs, and also managed to achieve 
export growth close to or exceeding 
the growth of world trade. 
Various reasons for the U.S.'s declin-
ing export position have been bandied 
about: cheaper labor abroad, export 
subsidies paid by fore ign govern-
ments, lower standards of quality that 
make foreign products less expensive 
to produce, and the historically over-
valued dollar. At one time these rea-
sons may have been val id. Today, 
however, I believe there is a subtler 
and more pervasive reason that we 
have fallen behind. It goes beyond 
even our chronic dependence on im-
ported oil and comes down to our 
basic attitudes about exporting. 
The U.S. does not think of itself as an 
exporting nation. For us, exporting is 
an afterthought. Surrounded by the 
biggest and richest home market in the 
world, U.S. companies do not feel they 
need foreign sales in order to expand 
and grow. Nor has the United States, 
fortified by a wealth of natural re-
sources, had to depend on exports for 
its economic survival, as many coun-
tries do. Thus foreign trade has ranked 
low on the list of national priorities, 
with government policies offering little 
aid, and many obstacles, to would-be 
exporters. 
Industry and government must 
share the responsibility for turning this 
situation around and so, to a lesser 
degree, must the professional people 
(accountants, lawyers, bankers and 
others) who advise business leaders. In 
a variety of ways, the private, public, 
and professional sectors must begin 
now to stimulate export growth. 
Industry: a Four-Part Strategy 
The first step for industry is to start 
looking at the positive side of export-
ing. Admittedly, selling in export mar-
kets involves complications that selling 
in the U.S. does not. However, it 
sometimes seems that U.S. business-
men concentrate so much on potential 
problems that they forget the oppor-
tunities. Out of an estimated 300,000 
manufacturing firms in this country, 
only 25,000 are exporters. Just 250 
companies, most of them large cor-
porations, produce 80 percent of U.S. 
exports. 
Fear of excessive paperwork, cum-
bersome financing and shipping ar-
rangements, and all the unknowns of 
doing business in a foreign land too 
often outweigh the profit motive and 
prevent any realistic assessment of a 
company's chance of success as an 
exporter. Thus, many companies that 
could do well in foreign markets never 
try to sell their products abroad and 
so, in a sense, cheat themselves of 
potential profits and growth. 
O u r "export inertia" shows up in the 
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r e s p o n s e of U.S. manufacturers to 
Japan's efforts last year to correct its 
staggering trade imbalance with the 
United States. This imbalance grew to 
$11.6 bill ion in 197tt, over one-third of 
our trade deficit. To stimulate U.S. ex-
ports, Japan liberalized quotas and 
tariffs on many products, and even 
located trade centers in six U.S. cities. 
Results were disappointing. Exports to 
Japan did increase 22 percent last year, 
but (hat rate is only slightly greater 
than overall export growth and repre-
sents only $2.3 billion in sales. By 
contrast, sales of Japanese goods in 
the United States were $5,9 billion 
higher; and U.S. exports to Western 
Europe, where no special measures 
were taken, increased $5,3 billion. 
C o m p a n i e s that can sell their prod-
ucts at home can probably sell them 
abroad. Entering foreign markets is no 
different from entering a new market 
in the U.S.A. It requires the same mar-
ket research, product planning, pricing 
decisions, and promotion. Most of the 
information a c o m p a n y needs to get 
started, from market surveys to lists of 
overseas agents and distributors, is 
available through the C o m m e r c e D e -
partment's 43 district offices, where 
exporters can pick up advice and as-
sistance from trade specialists. Foreign 
assistance is also available, and U.S. 
businessmen should avail themselves 
of it in devising export strategies. 
There are profits to be made in 
exporting, and surely many companies 
other than the 250 major exporters 
could find lucrative sales opportunities 
a b r o a d . O n e North C a r o l i n a l a m p 
manufacturer, for example, parlayed a 
Japanese interest in wooden lamps 
( w o o d in Japan is scarce) into sales 
that reached $50,000 a month, A Phila-
delphia instrument c o m p a n y that went 
Out three years ago looking for Latin 
American distributors sold a quarter 
mi l l ion dol lars in exports last year. 
O t h e r c o m p a n i e s , large and smal l . 
would no doubt profit from following 
their example. 
In addit ion to developing a positive 
outlook toward exporting, industry 
needs to rethink four practices which I 
believe are limiting U.S. sales abroad. 
Destination of exports. O u r balance 
of payments currently relies heavily on 
One Nor th Caro l ina 
lamp manu fac tu re r 
parlayed a Japanese 
interest in wooden 
l amps into sa les of 
$50,000 a month. 
exports to Western Europe and, to a 
lesser degree, Japan and Canada; to-
gether these nations accounted for 
over half of U.S. exports last year. 
However, export opportun i t ies in 
Japan and Western Europe are be-
coming increasingly limited. Tariffs and 
other trade barriers make selling there 
uneconomical , and these countries 
can accelerate production to fill their 
own domestic needs—except perhaps 
for agricultural products. U.S. compa-
nies can still find profitable markets in 
Western Europe and japan, especially 
for high-technology products or con-
sumer g o o d s with u n i q u e appea l . 
However, the main thrust of our export 
growth will have to c o m e elsewhere. 
O n e likely area is the advanced de-
v e l o p i n g countr ies—Braz i I , Korea , 
Taiwan, Singapore, Mexico, Venezuela 
and others on the brink of industrial-
ization. These countries must import 
much of the heavy equipment and 
m a c h i n e r y they use; a n d the U.S., 
which produces such equipment in 
abundance, is a logical supplier. C o m -
m e r c e D e p a r t m e n t market reports 
show, for example, that Brazil plans to 
double its electrical generating capac-
ity b y l 9 8 2 , importing $350-400 million 
of equipment. Taiwan is also shopping 
for generating equipment, while Mexi-
co will import §180 million of machine 
too ls annual ly by 1982. S i n g a p o r e , 
Taiwan, and other Southeast A s i a n 
countries will import about $180 mil-
lion in industrial control equipment, 
including pollution controls, this year. 
Imports of construction and mining 
equipment In Venezuela will reach $1 
billion in 1980. 
S o m e of the advanced developing 
countries are also producing enough 
per capita income to suggest a poten-
tial market for consumer goods. Trade 
with these countries represented only 
about 25 percent of U.S. exports last 
year, and a third of that was with Brazil, 
Mexico, and Venezuela, t h e U.S., for 
example, suppl ied only one-fifth of 
Korea's $1 5 bill ion import shopping list 
last year. However, there is also evi-
dence that the trade potential of de-
veloping countries is beginning to be 
recognized by some U.S. business-
men. Exports through Miami to Latin 
America, for example, increased 34 
percent over the last five years. 
Communist East Europe appears to 
be another emerging market for U.S. 
exports, now that these countries are 
relaxing some of their political restric-
tions against foreign trade. The C o m -
merce Department estimates an im-
port market in Eastern Europe of $60 
billion, of which the U.S. currently has 
only about 2 percent. 
Developing export strengths. A pe-
rennial bright spot in the U.S. export 
picture is heavy machinery, which last 
year accounted for 20 percent of over-
seas sales and virtually tied with agri-
cultural products as the lop export 
category. But although opportunities 
will continue in this area, U.S. compa-
nies must be prepared for increasing 
c o m p e t i t i o n . Many d e v e l o p i n g na-
tions are nearly ready to begin export-
ing their own moderate-technology 
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p r o d u c t s , i n c l u d i n g bas ic m a c h i n e 
tools and smaller construction equip-
ment, while other industrialized coun-
tries produce high-technology prod-
ucts that rival our own. Indeed, while 
heavy machinery exports increased 
sharply last year by volume, (he cate-
gory moved very slightly lower as a 
percent of total U.S. exports {com-
pared to 1977). 
We need to develop new areas of 
export strength. For instance, h igh 
technology products—such as medi-
c a l , p r o f e s s i o n a l , a n d l a b o r a t o r y 
equipment and industrial testing and 
control instruments, where U.S. com-
panies often set the standard for qual-
ity and innovat ion-would seem to be 
one area where a bigger push could be 
made. Together, the two categories 
accounted for two-and-a-half percent 
of U.S. exports last year, or billion. 
Potential buyers for these products 
a b o u n d in both industrialized and de-
veloping countries. Tor example, the 
D e p a r t m e n t of C o m m e r c e reports 
that ambitious health care programs in 
Korea, the Philippines, and Venezuela 
will involve heavy spending for medi-
cal and hospital equipment over the 
next two to three years, while France 
will increase purchases of U.S. process 
control instruments for its expanding 
antipollution and nuclear programs. 
C o n s u m e r g o o d s is another ne-
glected area, amounting to less than 10 
percent of last year's total exports— 
and this is one of the most feverishly 
invent ive c o n s u m e r nat ions in the 
world. Considering our efficient mass 
production techniques and merchan-
dising know-how, and the enormous 
variety of consumer products we turn 
out, U.S. companies would seem well 
prepared to move into foreign mar-
kets. Developing countries and C o m -
munist East E u r o p e are potent ia l 
buyers. C o m m e r c e Department re-
ports also show pockets of interest in 
Western Europe, including markets for 
sporting goods in Norway and Finland 
and housewares in France, 
Trading opportunities change con-
tinuously, and businessmen must keep 
abreast. Today it may be offshore drill-
ing equipment lor Singapore, tomor-
row jogging shoes in Helsinki. U.S. 
companies must be alert to what the 
wor ld is buying and quick to step in 
and offer their products for sale. 
Adapting products to export. Japan's 
success in f looding the wor ld market 
with inexpensive electrical products 
after World War II stands as a lesson to 
exporters everywhere. The Japanese 
recognized the desire of people in that 
postwar period to own products, al-
beit not durable or well made. Then as 
p e r s o n a l needs c h a n g e d a n d e c o -
nomic conditions improved, so did 
their products. 
U.S. b u s i n e s s m e n have been re-
markably less aggressive in adapting to 
the needs of foreign nations than have 
their counterparts in other countries. 
In fact, I believe the principal stum-
bling b lock for U.S. exports today, par-
ticularly in developing countries, stems 
from the faulty a s s u m p t i o n that a 
company can sell the same products 
abroad that it sells in the United States. 
Unti l w e r e c o g n i z e the k ind of 
products that developing countries 
need, we will have little success in 
increasing our share of that market. 
Obviously, you cannot sell washing 
machines where electricity is st arte, or 
luxury g o o d s to s u b s i s t e n c e - l e v e l 
workers; but you might be able to sell 
h o m e furnishings in a country that 
recently tripled its housing stock, if you 
adapted your product to reflect its 
life-styles and tastes. Neither can you 
sell any electrical appliance, even one 
consumers are anxious to buy, unless, 
like the Japanese, you adapt it to the 
country's voltage and cycle standards 
and furnish it with a plug that fits their 
outlets. H o w many U.S. manufacturers 
are doing this? 
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Likewise, U.S. automakers have pro-
duced almost exclusively for the U.S. 
market, where until recently con-
sumers wanted only large, comfort-
able cars. But big cars are difficult to 
sell in countries where streets are very 
narrow, gasoline costs $.5 or more a 
gallon, and parking is problematical. 
Thus to some extent we have a built-in 
disadvantage in exporting automo-
biles that the Japanese and West Ger-
mans do not have. O n the other hand, 
foreign automakers in the U.S. could 
not have gained their current market 
share without making some conces-
sions to the luxury and horsepower 
U.S. consumers demand. Perhaps we 
should make a similar effort to retool 
our assembly lines for export. 
Instead, to resolve the disparity be-
tween U.S. and foreign car buyers' 
needs, U.S. automakers have ap-
p r o a c h e d each market separately. 
Rather than modifying U.S. vehicles for 
export, they have invested in foreign 
car c o m p a n i e s , bui ld ing overseas 
plants to manufacture the cars they sell 
abroad. Such overseas investment en-
ables a company to enter foreign mar-
kets and earn a profit, but it does not 
create jobs for U.S. workers or even 
out the trade deficit, which exporting 
does. 
Our system of weights and mea-
sures is another obstacle to foreign 
purchasers of U.S. products. The U.S.A. 
is the only major country in the world 
that has neither adopted nor made 
definitive plans to adopt [he metric 
system. Although many of our larger, 
and some smaller, industrial compa-
nies have "gone metric" in order to 
compete abroad, most have not. O b -
v ious ly the va lue of our products 
abroad is greatly diminished when the 
user must re-engineer in order to use 
our goods, or when size differentials 
make spare parts impossible to obtain. 
When Canada and the U.K. adopt the 
metric system, as they plan to do soon, 
the markets for non-metric U.S. goods 
will shrink still more. 
Marketing exports.?rices of U.S. ex-
ports have become more attractive as 
the value of the dollar declines, partic-
ularly in comparison to Japanese and 
West G e r m a n currencies. The new 
C A T T international trade agreement, 
when it is approved, will also give a 
competitive boost to U.S. products by 
reducing or eliminating some tariffs 
and export subsidies in the countries 
that sign it. All U.S. products are not 
equally price competitive, however. 
For example, cheaper labor costs in 
Taiwan, Brazil, and Korea give their 
textiles, shoes, and softgoods a price 
advantage U.S. manufacturers cannot 
match, For the most part, though, the 
U.S. has a true edge in pricing that 
should be exploited by exporters. 
If we are trailing in the export race it 
is not because our competitors are 
naturally gifted athletes, stronger and 
faster than we, but because they are 
running—and selling—harder. In a 
country that has raised marketing to 
the status of art, it seems ironic that the 
Commerce Department must report: 
"U.S. suppliers currently have a small 
share of [Hong Kong's $8.0 million 
market for imported printing equip-
ment, inks, and paper] mainly because 
of insufficient promotion " {Busi-
ness America, Apr i l 9, 1979, italics 
added.) H o w many companies pro-
mote foreign sales with even a portion 
of the time, energy, and money spent 
on domest i c campaigns? H o w dif-
ferent might our export picture, and 
the companies' sales reports, look if 
they did? 
Government: More Incentives 
For the past few years, especially after 
foreign trade deficits began to occur in 
1971-and then reoccurred in 1972, 
1974, and 1976-78-the federal gov-
ernment has r e c o g n i z e d , and even 
gone so far as to "discuss," the rela-
tively new "export p r o b l e m . " (Al-
though the U.S.A. had a $10 billion 
general balance of trade surplus in 
1978, the $38 billion deficit in oil and 
other fuels caused the overall deficit.) 
A President's Export Council, estab-
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l ished five years ago to offer ideas 
towards developing exports, has ac-
compl ished little. The Department of 
C o m m e r c e has called attention to the 
problem and has gone so far as to offer 
a proposal for export stimulation, al-
though only limited heed has been 
taken. T h e President a n n o u n c e d in 
S e p t e m b e r , 1978, a nat ional export 
policy w h i c h was broad in scope, but 
left the specifics for later action. 
T h e plain fact remains that we are 
still the only major country in the 
w o r l d without a w o r k i n g , central ly 
directed export program. The little that 
has b e e n a c c o m p l i s h e d so far ex-
cludes what I believe to be the three 
most essential ingredients: 
— tax incentives; 
— a mechanism for low-interest export 
financing, available to companies of 
all sizes; and 
— readily available technical assistance 
to handle export paperwork. 
The C o m m e r c e Department pro-
posal does address some of these 
needs. In particular, it calls for tax 
incentives, additional financing {only 
the SBA and the Export-Import Bank 
n o w offer low-interest loans for export 
f inancing by "small" companies) , and 
a relaxation of government interfer-
ence in the areas of antitrust, environ-
menta l protect ion , a n d health a n d 
safely rules. 
These proposals are a g o o d start—at 
least C o m m e r c e has recognized the 
severity of the problem—but I believe 
they could go further. A number of 
other, much-needed export stimula-
tion measures can only be undertaken 
at the federal level. Therefore, I would 
expand the C o m m e r c e Department's 
list to include the following; 
1. form a public {or private) com-
pany to handle export procedures and 
paperwork. This could be done either 
by purchasing goods directly for resale 
abroad, or by arranging for the transfer 
of g o o d s abroad so that companies 
can sell F O B foreign ports of entry. 
Several other governments offer this 
invaluable service. 
2. Establish trading companies to 
work with major industries and handle 
exports of their products. 
3. Pass legislation permitting export 
cooperatives, with corresponding tax 
benefits. 
4. Deve lop a massive program of 
pub l i c seminars , p u b l i c a t i o n s , and 
special ized people to assist industry in 
initiating export programs. S o m e steps 
along these lines have been instituted 
by the Department of C o m m e r c e and 
by local state agencies. Information 
should be furnished on shipping, mar-
ket potential, currency data, profit re-
patriation, payment procedures, tar-
iffs, freight charges, warehousing and 
storage, insurance, packing require-
ments, language translation, availabili-
ty of representatives abroad, advertis-
i n g , a n d f o r e i g n i n d u s t r y c o s t s , 
including wage scales and benefits. 
Assistance might also include market 
analysis, actual calculation of export 
costs, and help in comply ing with reg-
In September, 1978, 
the President finally 
gave export growth a 
definite priority on the 
national agenda. 
ulatory authorities and coping with the 
related paperwork. 
5. Increase commerc ia l attache ac-
tivities in embassies and consulates 
abroad, including an aggressive pro-
gram aimed at identifying foreign pur-
chasers for U.S. products. 
6. D e v e l o p market catalyst pro-
g r a m s to br ing exporters and im-
porters together. 
7. Rescind restrictions on multina-
tionals. Provide more favorable taxa-
tion of U.S. residents living abroad 
w h o are involved in exporting activi-
ties, Defer proposed restrictions on 
D I S C s or provide an appropriate sub-
stitute stimulus. 
8. Encourage or sponsor additional 
permanent and periodic trade fairs. 
T h e r e are c u r r e n t l y 15 s u c h fairs 
operated by the Department of C o m -
merce in the U.S., but many more are 
needed. 
9. Establish an R& D bank, or provide 
direct subsidies for R & D expenditures 
that stimulate exports. R & D expendi-
tures as a percentage of GNP in the 
U.S. have been declining in relation to 
those of Japan and West Germany. 
10. Reduce the cost of political risk 
insurance and improve FC IA {Foreign 
Credit Insurance Association) service. 
F C I A rates are too high, and turn-
around time is far too long, 
11. Redefine the "political" needs for 
imposing restraints on U.S. exports, in 
order to eliminate automatic restric-
tions in situations where other western 
countries fill the slack. 
12. Establ ish a nat iona l mar i t ime 
policy to eliminate our dependence on 
f o r e i g n s h i p p i n g l ines w h i c h are 
owned and subsidized by foreign gov-
ernments. 
Although it has begun to talk about 
the problem, government has not yet 
taken the aggressive posture necessary 
to remedy our export di lemma. It was 
only in the September, 1978, address 
that a President finally gave export 
growth a definite priority on the na-
tional agenda. 
The C o m m o n Market countr ies 
have, for the most part, defined export 
po l i c ies . C o n s e q u e n t l y , whi le the 
U.S.A. exports 7 percent of its GNP, 
they export 20-40 percent of their 
GNP. Per capita exports in the U.S.A. 
are running at $527, while the compar-
ative figures for West Germany, France, 
and Japan are $1645, $1097, and $(>04, 
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respectively. In the past, we have not 
had to export to live as these countries 
have. However, times are changing, 
and, while the incentive to export rests 
with industry, it is a function of gov-
ernment to encourage and aid in the 
process. 
Professionals: a Support Role 
The largest companies already have 
the k n o w - h o w a n d m o n e t a r y re-
sources to identify opportunities and 
begin exporting. Most smaller compa-
nies do not. For them, exporting looms 
as an aggravating, troublesome, and 
time-consuming chore that may or 
may not return enough profit to make 
it worth the effort. Professional people 
who advise these companies can do a 
great deal to help them over their 
initial doubts. 
This support function is not solely a 
responsibi l i ty of the profess ions. 
Chambers of Commerce, trade asso-
ciations, and industry groups should 
also lead the way with programs to 
stimulate and simplify a company's 
first steps abroad. Universit ies and 
even secondary schools should look 
for ways to give future businessmen a 
better understanding of international 
economics and trade opportunities. 
However, because of their direct and 
continuing relationships with smaller 
c o m p a n i e s , profess iona l p e o p l e -
especially accountants, bankers and 
lawyers—are in the best position to 
supply the technical knowledge and, 
perhaps, the nudge their clients need. 
Lawyers, for example, can offer in-
v a l u a b l e a d v i c e on f o r e i g n sa les 
agreements, the tax implications of 
exporting, allocation of trademarks 
and names, and the legal implications 
of shipping arrangements in the U.S. 
and destination countries. Bankers can 
e x p l a i n a n d r e c o m m e n d v a r i o u s 
methods of financing exports and re-
ceiving payment for goods shipped 
abroad. Accountants can begin by ex-
amining export potential when they 
analyze a company's financial state-
ments, helping management to deter-
mine how export ing w o u l d affect 
company operations, resources, and 
profits. Exporting involves an enor-
mous amount of documentation and 
paperwork, with different forms re-
quired by different countries. Accoun-
tants can collect information about 
what different countries require and 
make it available to their clients. In-
quiring through their firm's interna-
tional offices or through associates in 
other countries, accountants may be 
able to help their clients locate reputa-
ble foreign firms to act as agents or 
distributors. Similarly, they can assist 
clients in verifying the integrity and 
financial standing of potential foreign 
representatives. They can also advise 
on tax considerations and advanta-
geous ways to structure sales agree-
ments. 
In format ion about export ing is 
available through the Commerce De-
partment, However, professional or-
g a n i z a t i o n s s h o u l d a lso be en-
c o u r a g e d to d e v e l o p programs to 
instruct members in specific technical 
areas. All companies are not potential 
exporters, but those that have the po-
tential should get the fullest possible 
support from professional advisors. 
Summary 
Positive action must be taken to pre-
vent further decline of the U.S. posi-
tion in world trade. Such action is 
required of both industry and govern-
ment, Industry must take more mea-
sures to export. Manufacturers must 
consider product utility and design, 
along with price, and modify for ex-
port when necessary. Special export 
departments should be established to 
identify such modi f i cat ions and to 
seek export opportunities in general. 
The main effort should be concentrat-
ed on products which are price com-
petitive; such products as labor-inten-
sive consumer goods should not be 
stressed. More attention must be given 
to exports for nondeveloped coun-
tries. 
The government, for its part, must 
formulate a detailed national export 
program to offer both monetary assis-
tance (tax incentives, financing) and 
know-how. It should identify export 
opportunit ies , match up exporters 
with importers, and form agencies or 
companies to physically handle pa-
perwork. Stated another way, govern-
ment should do whatever is needed to 
help businessmen overcome the fear, 
the lack of knowledge, and the cost of 
working in a new area. Most impor-
tantly, the program should stimulate an 
awareness of the need to export (par-
ticularly in certain industries) and offer 
measures to treat our case of national 
export inertia, furthermore, legislation 
converting the U.S. to the metric sys-
tem should be passed as quickly as 
possible. 
As trusted advisors to many smaller' 
companies, professional people also 
have an impact on exporting which 
they must learn to use. They must 
d e v e l o p the technical expertise to 
smooth their clients' entry into foreign 
markets and, where appropriate, must 
lake the initiative in encouraging com-
panies with export potential to sell 
their products abroad. 
The GATT international trade agree-
ment, once it has been ratified, will 
improve the competitive position of 
U.S. products in export markets. How-
ever, that alone will not lead automati-
cally to export growth. We must alter 
the habits that created this situation in 
the first place, and we must do so 
quickly. For unless we increase our 
exports greatly, the costly burdens of 
importing oil and maintaining defense 
forces abroad will continue to weaken 
our economy, until we place our high 
standard of living in jeopardy. & 
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